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USING OOMPETENCY BASED WRITTEN EVENTS IN THE D.E. CLASSROOM

Instructions for Coordinators

PART I What is IDBOC?

The Interstate Distributive Education Curriculum is a body of
knowledge, attitudes and skills in the form of 500 LAPs (Learning
Activity Packages). The LAPs are tailored for secondary, post-secondary,
or adult individualized curriculums.

The IAPs have been divided into ten traditional Distributive
Bducation discipline areas of: Advertising, Comumications, Display,
Haman Rzlations, Management, Applied Mathematics, Merchandising, Product &
Service Technology, Operations and Selling.

The IAPs have the capability of preparing students in any of 76
occupations (69 core occupations). The 76 occupations span seven marketing
institutions of Department Store, Food Store, Hotel/Motel, Restaurant,
Service Station, Variety Store and Wholesaling.

OOMPETENCY-BASED CURRICULIM

The IDECC curriculum is based on the research of Professor Lucy C. Crawford
;;dstaff,minterviaoedwOwurhersmﬂwngemtodemumcﬂtical tasks
performed by them in their jobs. This research was carried out between the
years of 1965 and 1967 under a U.S.0.E. grant. Subsequent validation was
carried out in Wisconsin and Nebraska. The result of their efforts produced
a six-volume research paper which identified 983 competencies (knowledge,
attitudes, skills) of job performance required by %6 occupations investigated in
the seven marketing institutions above. The work employed the technique of
critical task analysis, using six Virginia cities and towns as the field.

] .1..
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In 1969, the Wisconsin State Superintendent of Schools appointed a
coamittee to work with Wayne Harrison, Consultant for Marketing and
Distributive Education, to develop a curriculum. A total of 120 of
the more common conpetencies were developed into IAPs. In 1971, a
consortium of 11 states was formed to marimize resources. The Consortium
agreed to divide the 983 campetencies among' the 11 states. When the
work was completed in 1974, 500 LAPs with properly sequenced campetencies
were available for printing.

Each IAP contains from 1 to 14 competencies, averaging two per IAP,
The number of campetencies required for mastery of the individual
ocapation varies fram 109 (Wholesaling Order Selector) to 679 (Variety
Store Manager). Each occupation requires some 59 competencies cammon to
the other 75 jobs, as there are many competencies which are cammon to
two or more occupations in the study.

PART II
USING IDECC IN THE CLASSROOM
IPECC LAPs provide these major benefits to teachers:
1. Each IAP is a "total” instructional package of performance
objectives, learning activities, rescurces and assessment instruments.
2, Cmic\nuuisbmadenedtoinclude983qmpew\ciesmquiredfor76
distributive occupations.

3. Provides more time to work individually with students (counseling,
essisting, etc.).

4. Determines what is to be learned and in what arder in relation to
each student's occupational objective(s)

(7]
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5.

9.

10,

12,
13.

Provides the opportunity to receive camputer assistance in the
management phases of learning system implementation, including
grouping students.

Provides for continuous accounting of student achievement.

Many naw references are identified and keyed to learning activities,
IDECC can organize teacher's materials by adding them to or between

LAPS,

Flexibility to utilize in local curriculum all of the materials all

of the time, part of the time, or part of the materials part of the
time. '

Opportunity to share responsibility for learning with one's students
rather than having to do everything

A system to better articulate with Righer levels of marketing education.
Helpful ideas are provided for the teacher.

Determine what is to be learned for students without specific career
objectives.

The IDPCC system provides these benefits to the students:

1.
2.

4.

5.
6.

Opportimity to choose instzuction for a mumber of occupations.
Opportunities to choose from a variety ot learning activities

(large group, small gicup, independent).

Opportunities to work individually with the teacher regarding personal,
joSorlearn:l.ngpmble:m, and future plans.

Opportunities to learn relevant cawpetenciez directly related to a
specific job or occupational cluster.

Opportunities for immediate feedback on progress.

Opportunities to be evaluated against a standard rather than against

a group*.



7.

10.

Opportunities to learn at your own pace and go back and

select alternative learning sctivities if objectives are not
achieved on initial trials,

Advantage of having an individualized casputency record listing
campetencies achieved and which may be pracented to prospective

.amployers.

Opportunities to develcp responsibility and initiative by hasdling
one's oom learning.
wammamdmwmm
skill development.
Opportimity to work with small group activities, small peer group.

15 STEPS IN USING THE IDEOC SYSTEM

1.

2.
3.
..
s.

Cbtain a computer printout.in the lLearning Manager's Guide, 2.4 Edit.
It covers many retail occupations but not all marketing occupations.
File IAPs by IAP mmber or campetency mmber.

Determine which campetencies are needed by each student.

The Learning Mansger decides which compstencies students need first.
Learning Manager decides whether stidents can work individually or only
in a grop.

Mainister pre-test, if pre-tests are used.

Learning Manager signs the campetency record of students who pass pre-test
Students choose anothexr IAP.

Students who do not pass are given learning activities.
Post-tests are administered.
suﬂsmmpaupost-wUmgimmwm.

Students who do not pass post-tests are recycled through other learning
activities in the LAP,

‘Hmauﬂenespau,ﬂnirw-mmsigmdmm

IAP is selectad. The total process is then repeatsd.
",' .
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. SW&MhmHmwMMlme
campetencies are exhausted.

15. If the student finishes all competencies for his career objective
before the end of the course, the Learning Manager coursels with the
student and the decision is made whether:

a. The student may graduate or take another course, or
b. The student may select a more remumerative or just a different
career objective which required additional cametencies.

PART III
REIATIONSHIP CF DECA COMPETITIVE EVENTS TO IDRCC

Fxﬂueadmhmimﬂwmmcm,ﬁepmsotémpewcy
develomment would proceed according to each student's identified career
objective. Each student would camplete the IAPs which correspond to each
of the competencies available from that student's irdividualized plan.
This may vary fram 121 to 368 different campetencies for the D.E. program.

The DECA competitive events contain tests over certain of these IDEEC

campetencies. 'mecmpetenciesa:efm:ﬂmidmtiﬂedmmstermloyee/
lower level/and Manager Owner (upper level.) '

The list of campetencies for DECA competency based competitive events
has been divided into the following occupation categories:
Petroleum
Apparel & Accessories
Finance and Credit
Food Marketing
Food Service
General Merchandising =~



Booklets containing the IDPCC IAP marber, curriculum section,
canpetency munber and campetency statement have been included for each
occupation category of the competitive events and are available from:

IDECC
The Chio State University

1885 Neil Averme -~ 119 Townshend Hall
Columbus, Ohio 43210

IDECC LAPs can bé used throughout the year, both for large group and
independent study. m,a'b.ﬂentsv#nmedtobept@aredforaxstate
Career Development Conference use them to refresh or develop campetencies
not yet taught. (Our CDC is the firit weekend in March). Students
preparing for a series of events, such as petroleum or food distribution,
know campetencies. Some of these may not be taught until later in the
spring and would pat the student at an unfair advantage if he were tested
on those in mid-semester. The LAPs provide the student with same specific
materials to study the philosophy of the new campetitive events is to test
a sampling of campetencies normally taught in a D.E. program. IAPs and other
individualized materials, such as privately and publicly produced manuals,
canbeagmathﬂptoiﬁmretmtthesuﬂmtiswenmredmtmlyfor
the campetitive events, but for his/her career.



WAYS TO USE THESE SAMPLE TESTS

Teacher-Coordinators can mge the sample tests contained in this mamal
in the foilowing ways:

1.

3.
4.
5.

Guidelines to the types of tests administered on the state and
national level.

Practice in test administration for both students and teachers.
Ompedﬂmmﬂnlomllevelprmrmmtemﬂmﬂmlm.
Gae:aladﬂevmmtwstsatunaﬂofﬁamuryaar.
Refreshment or development of campetencies not yet achieved.
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OCCUPATIONAL CATEGORY: ADVERTISING SERVICES

INSTRUCTIONAL AREA: ADVERTISING

Advertising 1s any paid form of personal presentation and promotion of ideas,
goods, or services by an identified sponsor. T F

Advertising 1s concerned primarily 'with the promotion of tangible goods. T F

The basic distinction between advertising and publicity is that the former is
delivered through space or time for which the advertiser has paid, while the
latter is delivered without charge as part of the news or entertainment content
of the medium. T F

Which of the following fundamentals must be observed by management when developing
an advertising budget?
a. The advertising budget is the translation of an.entire advertising plan
into dollars and cents.
b. The budget must be constructed totally within the financial capabilities
of the company.
c. The budget must contain specific details on the allocation of funds to
specific operations.
d. No one method is ideal for all situatioms.
e. All of the above.

What are three major methods for deciding how much a company is to spend on
advertising?

Task, fixed percentages, objective.

Task, fixed percentages, subjective.

Task, fixed percentages, unit of sale method.

Fixed percentages, unit of sale, objective.

All of the above.

mnaan oD

Your company goal is to sell 100 units of your product per salesperson per year.
Your sales force is 100. One call in five develops into a sale. You establish
clearly from past experience that it takes about $30.00 of advertising revenue to
generate fifty inquiries or calls. How much money will need to be spent on adver-
tising to realize company goals?

$ 10,000.00

$ 50,000.00

$ 30,000.00

$100,000.00

None of the above

”an oe

As Advertising Manager of your company you have been given a budget for the next
fiscal year of 3% of gross sales. You have calculated that to do an adequate

job of advertising you will need about $140,000. If this is accurate, your company
must gross approximately how much?

a. $3,725,000
b. $4,275,000
c. $4,725,000
d. $3,575,000
e. None of the above



8. Generally, the advertising manager of a company will determine what portion of
the total marketing effort is to be carried by advertising. T F

9. The detailed breakdown of the total advertising budget is usually determined by:
The sales and advertising departments.

Account executive in charge of the account.

The client buying the media.

The specific media running the campaign.

All of the above.

o a0 oD

10. Regardless of size or type of advertising agency, they all have three main functions:
Organize, locate and sell.

Creative, external and internal.

Internal, organize and locate.

Internal, organize and sell.

None of the above.

o a0 o

11. Agency income is derived in two ways:
Commission and fees.

Flat rate and fees.

Media cost minus discount and fees.
Commission and flat rate.

None of the above.

o an o

12. The advertising media may be broken 'down into four general groups. T F

13. Surveys have indicated that most men and women prefer whate type of media:

a. Radio

b. Television

c. Newspepers

d. Billboards

e. None of the above

14, On a typical city paper the advertising department is divided into which three
functions:

Semi-classified, classified, and display.

Classified display, semi-classified, and classified.

Semi-display, classified and display.

Classified, display and display classified.

None of the above.

o an o

15. 1In general, newspapers have two basic rates, and they are:
Agency rate and local rate.

Local rate and national rate.

National rate and agency rate.

Base rate and agency rate

None of the above.

o a0 oh

16. A column inch is:

One column wide and % inch deep.
One half inch wide and % inch deep.
One inch deep and one inch wide.
Two inches wide and one inch deep.
None of the above.

o AN od
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17. If a paper's rate for General Motors Corporation was 94¢ per line, then a 19
inch ad would cost:

a. $175.00
b. §$ 17.86
c. $275.00
d. $250.00
e. None of the above

18. The milline rate is used to:

a. Compare true cost per person for two newspapers.

b. Compare actual ad rates of two different papers.

c. Compare costs of ads in two different papers.

d. Compare different ad structures based on available financial data.
e. All of the above. ‘

19. If the Washington Post has a national rate of 98¢ per line and has a circulation
of 1,245,000 people, what is the true cost per person?

a. 75¢
b. 70¢
c. 65¢
d. 80¢
e. None of the above

20. In general, the cost of newspaper advertising depends on the:
Base rate ’
Efficifroncy of the paper

Circulatinn

Column inch rate

None of the above

oD an oD

21. The American Broadcasting Company recently announced one of it's programs had
a 26.8 rating. This means:
a. 26.8%2 of all people in the U.S. saw the program.
b. 26.8% of all people missed the program.
c. 26.8%2 of the T.V. homes were tuned in.
d. 26.8% of the total sets were tuned in.
e. None of the above.

22. When an advertisement is inserted in a newspaper at the regular advertising rate
and no stipulation made as to position, it is given what is called:

L.0.R. Position

L.A.R. Position

R.0.P. Position

L.0.P. Position

None of the above

ocano®

23. Which of the following media has the most flexibility?

a. Radio
. b. Television
c. Newspapers
d. Billboards
e. None of the above

h




24, Vhich of the following media is likely to deliver your advertising message at the
highest cost per reader?

Direct Mail

Daily Newspapers

Outdoor Posters

National Magazines

None of the above

oanow

25. The primary goal of retail advertising is:
a. To inform people of products.
b. To let people know of special sales.
c. To persuade people to shop at a particular store.
d. To cooperate with manufacturers and wholesalers.

26. A split-run is a:
a. Method of selling used by retail merchants.
b. Method of testing advertisements.
c. Method of printing a bi-weekly newspaper.
d. Method of newspapers for billing ads.
e. None of the above.

27. Calendars are often used for:
,  Position advertising
Retail advertising
Teaser advertising
Specialty advertising
None of the above

[ B =" e I ]

28. Promotional advertising focuses on the firm with the intent of building store
prestige. T F

29. The newspaper with the lowest milline rate will often turn out to be the best.
T F

30. The federal government, through which act has set up trade-practice rules for
advertising and selling the products of many industries:

a. Wheeler-Lea Act

b. FTC Act

c. Securities Exchange Act
d. ICC Act

e. None of the above.

31. The main reason for studying human relations in business 1s:
a. Gain cooperation of others
b. More productivity

. Psychic income

d. Work satisfaction

e. All of the above

32. The best way to make an employee feel successful

a. Watch their work habits closely

b. Praise them after every job well done

¢. Occasional praise and constructive criticism
d. A strong employee review system

e. All of the above *




33. Your ad agency runs an ad in the Daily Sun for Sears, advertising skateboards
for $6.00 instead of $26.00. It was your mistake, what should you do?

Tell them it's their problem.

Print a retraction.

Of fer to absorb the loss.

Offer not to charge them for the ad.
None of the above.

oD Aan o

'34. To effectively communicate through an ad you must always have good copy. T F.

35. A readeris attention is difficult to secure because he spends less than
glancing over an ad unless it gains his interest.

a 3 seconds
b 2 seconds
c 1 minute
d. 2 minutes
e 1 second

36. Which of the following describe ''good copy."
Persuasive

Simple

Understandable

None of the above

All of the above

man e

37. The formula every good ad follows 1is:

a. I.A.A.S.
b. B.I.L.S.
c. A.I.D.A.
d. S.A.L.E.
e. I.A.D.A.

38. Which of these rules bring about successful communication through radio
commercials?
a. Store name and location must be dominant.
b. Copy must tell a story.
c. Commercial must stress immediacy.
d. Message must be believable.
e. All the above.

39, Consumer demand is how the customer communicates to America's businesses what
he is interested in purchasing. T F

40. What is the main purpose of advertising?

a. Computation

b. Career interest
c. Organization

d. Communication
e. All the above.




.

41. A client of your ad agency informs you if their sales don't increase they will drop
you as their agency. What should your first action be at this point?
a. Inform your supervisor.
b. Consult additional staff for help.
c. Allocate more time to this client.
d. Rework client's ad campaign.
e. None of the above.

42. Cooperative advertising is:

an arrangement between several retail stores to cut costs.

an arrangement between retailer and manufacturer to split costs.
a good method of tie-in with national advertising.

B&C

None of the above.

oan o

43, A media salesperson is employed by their particular advertising medium to:
' a. Provide up-to-date market information that helps advertisers plan.
b. Plan contests and surveys to help success of programs.
c. Help the advertiser save money by using discount plans and rates.
d. Supply helpful information on activities of competitors.
e. All of the above.

44. The purpose of advertising is to convince people to buy the products which the
retailer has ordered the most. T F

45. The ABC Statement is used to verify a publication's circulation. T F

46. The milline rate is the most useful information to an advertising man because
it:

a. 18 used in television advertising to determine cost per second per
million people.

b. 18 used in radio advertising to schedule time slots at periodic
intervals to get maximum coverage.

c.. 18 used in newspaper advertising to compare the true cost per person
between various newspapers.

d. 1s used in advertising layout to determine cost per inch.

e. None of the above.

47. A salute by Macy's Department Store for National DECA week would be considered:
conventional advertising

promotional advertising

institutional advertising

industrial advertising

none of the above

oDanod

48. Merchandise information is obtainable from:
a. customers
b. sales representatives .
c competitors
d. fellow sales workers
e. all of the above

1g



49. Which of the following i8 not a customer benefit?
a. Certs gives you breath as fresh as springtime.
b. Johnson's Baby Shampoo makes your hair ask to be touched.
¢. Mercedes has hand-made parts that fit perfectly and last for a
lifetime.
d. Flair pens make writing easy and fun.
e. All of the above stress benefits.

50. Newspapers and magazines published for the employees are:
a. called internal information systems.
b. called house organs.
c. called direct mail advertising.
d. called quarterly reports.
e. none of these.

51. Most companies advertise in the classified section of the paper. T F

52. Run of the paper means the ad will be placed in the paper at the place determined
by the newspaper. T F

53. A column inch is:
a. one column wide, 3 line deep.
b. one inch wide, one column deep.
c. one inch wide, 12 lines deep.
d ~ne column wide, 12 lines deep.
e. none of the above.

54. A promotional campaign includes:
personal selling
advertising

display

B&C

all of the above

DN ol

55. A double spread 1is two pages back to back. T F
56. Which of the following is a way of obtaining a direct mail 1ist?

buy from a mailing company
use charge customers
telephone book

A&B

all of the above

oDan o'k

57. Which of the following is a way of presenting an exclusive item in an ad?
. omnibus advertising

one-item advertising

group advertising

all of the above

none of the above

oDan o




58. Bait and switch advertising is deceptive but not illegal. T F
59. Prime time on a radio is around 7:30 in the morning. T F
60. Which of the following are types of interior displays?

a. shelves

b. kiosk windows

c. shadow boxes

d. A&C

e. all of the above

61. Which of the following are major factors in the cost of a
newspaper ad?

a. circulation ,

b. potential buyers in the circulation

c. amount of advertising done by the business
d. all of the above

e. none of the above

62. Which of the following affects a store image?

a. store layout

b. advertising plan
c. displays

d. b &c

e. all of the above

63. Which of the following affects a store image?
a. price line
b. merchandise
c. store employees
d. a&b
e. all of the above
64. Prime time on television is 8:30 a.m. in the morning. T F

65. A display should take the potential customer through the following
steps AIDCA, T F

66. A newspaper ad that 1is sixty column inches could be

a. 6" x 10"
b. 5" x 12"
c. 2" x 30"
d. 4" x 15"

e. all of the above




67. You are running a sixty colummn inch, black and white, ad with an
ROP advertising rate. How much would it cost?

a. § 85.80
b. 134.95
c. 88.50
d. 137.65

e. none of these

68. A 30 column-inch ad in black and two colors paid on the fifteenth
of the month.

a. $126.85
b. 137.65
C. 45.30
d. 139.711

e. none of the above

69. Figure the cost of a 150 column inch pre-printed insert in double
truck, black and one color.

a. $204.00
b.  206.05
c. 132.60-
d. 277.45

e. none of the above

70. You are buying 40 shortie radio spots on KSPI for the month of
February. What would the cost be?

a. §70.00
b. 72.50
c. 75.00
d. 40.00

e. none of the above

71. You are going to run twenty-30-second spots on the radio at 7:00 a.m.
paid on the 8th of the month. What would the cost be?

a. $48.00
b. 60.00
C. 58.80
d. 68.80

e. none of the above

72. You are planning a2 60-second spot announcements and pay your bill
on the 5th of the month. What would the cost be?

a. $148.00
. b. 122.00
c. 142.08
d. 117.12

e. none of these




73.

74.

75.

76.

77.

78.

79.

80.

81.

Vocational advertising directs the message toward people other
than consumers. T F

The time factor in retail advertising is not an important factor
to congider. T F

The operating revenue of an advertising agency comes from:
[}

a. commissions

b. service fees charged to clients
c. creative fees charged to media
de c & a

e. a&b

The usual rate of commission is:

a. 207 - 23%

b. 10Z - 142X
c. 15%
d. 182

e. could be all of the above

The usual rate for creative work 1is:

a. 202 - 232
b. 10% - 142
c. 152
d. 182

e. none of the above

A cash discount of 5 percent is given by the medium if payment is
made within ten days. T F

There are almost 4,500 advertising agencies, including branches,
doing business in the U.S. T F

The most popular way for a client to check on media ratings in a
large city, such as Kansas City or St.Louis would be the

a. local newspaper research staff
b. arbitron

c. 1ndependent research

d. all of the above

e. none of the above

When deciding on the media to use, most retailers use:

a. cost guide formula

b. circulation plus cost formula
¢. circulation formula

d. all of the above

e. none of the above

-
(4™

&S

-10-



82.

83.
84.
85.

86.

87.

89.

90.

91.

92.

93.

——

Direct mail and selected magazine articles can reach selected
audiences with more precision than other media. T F

For geographical selectivity the newspaper is probably best. T F
Magazines and radio deliver pre-selected audiences. T F
Magazines are probably better for immediacy than television. T F

The Nielson Company use the following device in program audience
research.

a, arbitron

b. audimeter

c. trendimeter

d. surveymeter

e. none of the above
Mortality rates for new television shows in prime time run as high
as 70 percent. T F

Saturation spot campaign is not recommended when & new market is
being opened. T F

Outdoor advertising accounts for about one percent c¢f the total
advertising budget. T F

About 66 percent of outdoor advertising sales volume is from the
poster. T F

A billboard with a 100 showing means:

a. 100 percent of the buying public will see the sign.

b. about 100 percent of the buying public will see the
billboard in a two week period.

c. about 100 percent of the buying public will see the
billboard in a four week period.

d. 100 percent will see the billboard in a two week period.

e. 100 percent will see the billboard in a four week period.

The agency for checking on. good poster locations is the:

a. ABC
b. ACL
c. TAB
d. RAB
e. CAB

The criterion of simplicity does not always apply when making
commercials on complex items, T F
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94. The basic format for a radio show are:

a. straight sell

b. educational

c. testimonial

d. musical

e. all of the above

95. T.V. commercials go through about the same number of modificationrs as
radio. T F

96. Most retail copy leans toward the:

a. specific

b. general

c. Informative

d. all of the above
e. none of the above

97. The two types of fashion advertising are:

a. high-style and volume
b. volume and primary

c. primary and high-style
d. volume and high-style
e. high-style and appeal

98. A significant innovation in the use of direct mail is the:

a. computer

b. fan-fold forms
c. lower cost

d. personal message
e. all of the above

99. "public Relations" copy covers all nonproduct advertisements. T F
100. The subject matter of institutional advertising:

a. the product

b. the idea

c. the attitude

d. the message

e. all of the above
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AM & FM RATES — PER MONTH DISCOUNT ™
, $ 50 to $100 . 2%
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*Minimum of 6 per day and a mivmem of L0 -hortey
within 30 days of o:der Ten seconds .r ‘ength {On Premises)
Al Da, 19 to {2 a.m. and
. 9 I’
Spot Rate Prime Time tto5prl C $2300°
6:30 am. — 8:30 a.m 94012 a~. anly e 1822
12 Noon — 1:00 p.m. . n-
5:00 p.m. — 6:00 p.m. oS g e e
¢0 seconds . o L$170 maumum of six minutes per hour from
30 seconds 300 ‘emote location
SPECIAL PROGRAMS AND FEATURES
One time-signal Fourly cach day. Pates on requert on OKLAHOMA STATE
per month . ... 320500  yUNIVERSITY AND STILLWATER MG
SPORTS, ard many other spacial progea—
One time-signal al'(rrnaﬁng hours cach day. and features. including short on the spo*
per month . AT . . . 10500  broadcasn.
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_ o {OKLAHOMA STA
— ——— . 7 UNIVERSITY
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GOTHAM DAILY NEWS
ADVERTISING RATES

EARNED RETAIL RATE SCHEDULE

Applicable only to local ratail firms or
service establishments for their own disnlay
advertising. Advertising not considered by
the publisher as "local retail" will be charged
at the general advertising rate.

{Based on column inches useu per month)

Monday, Tuesdsy, or Friday edition,
without copy Change, at advertiser’s rate
LESS 20 PERCENT ODISCOUNT.
Mechanical department time required to
make copy changes for EID insertions will
be billed at $10 per hour. Advertisaments
originating Monday, Tuesday, or Friday may
be repeated Sunday, Wednesday, or
Thursday under same terms and discount.
EID minimum, 5 in.

MONTHLY CARD RATES
26 Censecutive Insertions  22.36 per inch*

.nches Per Month Rate per inch 13 EOD 13.78 per inch
For each change of copy requested
128 .. ... L 168 before completion of month, a 5 percent
26.49 . o 151 . —-chorge will be made, with a minimum of $1.
5099 . .. 143 One change per month is aliowed without
100199 . . . . . ... ... 1.36 charge after the first month. f a card
200299 . . . ... 132 advertisement is canceled before one montr
300399 ... .. .. L 1.29 expires, total nuraber of inches ot space used
400699 ... .. .... ...12 will be charged to advertiser under the
600.799 o 123 Earned Retail Rate Scheduie.

At the ead of rach calendar month,
advertising will be charged at the rate
earned, according to .Love schedula. If
account is not paxd by e 10th ot month
following bitling, advertiser will be charged 1
1'2 percent per month on unpaid balance.

PREPRINT INSERT RATES

65 percent of earned ROP advertising
rate. We reserve the right to accept or
decline any preprinted material.

EXTRA INSERTION DISCOUNT
Any advertisements oOriginating in 2

Sunday, Wednesday, or Thursday edition,
may be tepeated (withi, 7 days) in a

.85 per insertion per 'nch
1.06 per insertion per inch

COLOR ADVERTISING

When mechanical limitations permit,
display advertisements may be printed in
black and color for the following extra
charge:

Biack and one color . . . . . . ... . 491
Biack and two colors . . . . ... 9213¢
Black and three colors . . . . . . . . . 135 5¢
Double Truck. biack and onecolor . . . 13.45
Double Truck, black and taocolors . . . 139 35

Double Jruck, black an three colors . . . 203 &
B/ 4&)&,- ...mé&,«,&

No ad of tess than 40 column inches
accepted in cotor



10.
11.

12.

13.

OCCUPATIONAL CATEGORY: ADVERTISING SERVICES

INSTRUCTIONAL AREA: OPERATIONS

Corporate advertising refers to advertising by a business. T F
To obtain maximum effectiveness of an advertising activity an agency should
be cost conscious. T F
An agency need not always coordinate their media plan. T F
In most cases (75%), the media plan is accepted by the client. T F
Agencies will use the following tools to measure advertising results:
A. Simmons Report
B. ASDS Report
C. AAAA Report
D. Arbitron
E. None of the above
In determining the relative utility of advertising, the agency must consider:
A. Product life-cycle
B. Origin of product
C. Importance of product to prospective customers
D. B&C
E. A§C
The primary functions of an advertising agency are:
A. Classification, contact, demand creation
B. Classification, contact, internal
C. Creative, contact, internal
D. Creative, contact, classification
E. None of the above

Any given ad agency can do an effective job without having knowledge of all of

the available media. T F
Consumer magazines are similar to ''"Psychology Today". T F
Trade magazines are similar to '"Readers Digest'". T F

Most likely Sports Illustrated would charge more for a half page ad than TV
Guide. T F
A thirty second spot on the 1979 Superbowl would probably cost about:

A. $75,000
B. $250,000
C. $350,000
D. $450,000
E. $500,000

Media should be analyzed by each agency in terms of character. T F

v )



14, Media needs to be analyzed in terms of influence. T F
15. Media does not have to be geared to the market in every case. T F
16. An agency should determine the prime market area by looking at, among other
factors:
A. Income, style, location
B. Income, type, location
C. Habits, type, location
D. All of the above
E. None of the above
17. An agency must:
A. Measure different newspapers
B. Measure different television stations
C. Measure one television or radio station against another
D. Measure one magazine against another
E. All of the above '
18. ‘The agency assumes sole responsibility for payment to the medium. T F
19. If the advertiser fails to pay, it is the medium's loss. T F
20. ‘The medium will receive the appropriate discount through the agency. T F
21. ‘The agency attests that the rate for which they contract is the lowest rate
currently available. T F
22. The advertising is subject to the FCC approval. T F
23. The medium must approve all plans. T F
24. The medium can change the ad plan if they receive approval from:

A. FAA

B. FCC

C. AAAA

D. Medium's lawyer
E. None of the above

25. The medium can change the ad plan if they receive approval from:

A. Station program manager
B. The advertiser
C. The agency
D. The agency and advertiser
E. Nonec of the above
26. All national television commercials are on film. T F

27. All local television commercials are on:

A. Film
B. Videotape
(Cont'd)




27. (Cont'd)
C. Film and videotape
D. None of the above
E. All of the above
28. Audio-tape is used with commercials on:
A. Radio
B. Television
C. Radio and television
D. All of the above
E. None of the above
29. The agency department most responsible for coordinating all commercial work,

including deadlines and legal approvals, is:

A. Traffic
B. Art
C. Sales

D. All of the above
E. None of the above
For checking and verifying purposes:
30. Newspapers send clipsheets T F
31. Newspapers send tearsheets T F
32. Newspapers verify through sales representative T F
- 33. Magazines send:

A. Tearsheets

B. Clipsheets

C. Sales rep